Introduction.
Socially responsible activities help the organization to keep and attract the best and most promising employees, develop employee loyalty to the organization, ensure the safety of employees in the organization, create the opportunity for greater financial success and profitable orders, promote cooperation with other socially responsible organizations, help meet the needs of all stakeholders, create the image and reputation of the organization. Analysis of the literature. When defining the social responsibility of organizations, it is important to note that the actual concept of corporate social responsibility and conception began to develop in the 19th -20th centuries. This concept was launched by North American workers' trade unions who fought for workers' rights. At that time, a particularly sensitive issue was the defense of human rights, but gradually other important problems were discussed :
environmental, labour safety, etc. Initially these ideas were more supported only by theoreticians who understood their importance, and helped to spread them, but gradually they penetrated into business world [30] . Contemporary Lithuanian Language Dictionary explains that the word social is related to society life, public (s.security, s. provision, s. insurance, s.status, s.changes) and responsibility -respect for moral, office and legal requirements: (personal , collective r., legal r.). Linking these concepts, social responsibility would mean: respect for moral, office and legal requirements related to society and its life. The conception of corporate social responsibility is widely considered in scientific literature, but Sneideriene (2016) emphasizes that this concept is poorly defined and often difficult to understand. Table 1 presents the definitions of corporate social responsibility from the point of view of various authors. 
Corporate Social Responsibility is a concept that enables entrepreneurs to incorporate social and environmental concerns into their businesses and relationship with stakeholders on a voluntary basis.
Golubaviciute and Guzavicius (2009)
Corporate social responsibility can be divided into three categories, i.e. social commitment, social reaction and social sympathy. Social commitment means that the organization, as a socially responsible unit, must endeavor not to violate public rights, observe the law, care for the employees, and prevent corruption. Social reaction means that the organization has to respond to societal problems and contribute to their solution. Social sympathy -voluntary activities of the organization for the benefit of society and the country.
Jasinskas, Simaviciene (2010)
The corporate social responsibility is to ensure the success of its business by incorporating a wide variety of social and environmental issues into the company's activities Simanskiene, Pauzuoliene (2010)
The social responsibility of an organization is more a question of observing moral norms than of investing, especially in small businesses that need less expensive production equipment Evans and Sawyer (2010) Corporate Social Responsibility elements: Organizational entities are responsible not only for profitable production of goods and services, but there is a social agreement between business and society; among the commitment of the organization there is also support in solving social problems, especially those that they have helped create; organizations have more supporters than shareholders; organizations have more rights than market transactions alone and foster not only economic values.
Skackauskiene, Valentinovic (2016)
Corporate Social Responsibility is when organizations not only take care of their employees and clients but also take into account the needs of society and try to reduce environmental damage.
Zadek (2004) presents five stages in the development of an organization that each organization has to go through to understand and consolidate real social responsibility within the organization:
1. The first stage -denial, during which corporations deny the harmful effects of their activities.
2. The second stage -compliance to requirements. At this stage, organizations respect public interests for possible legal cases and reputational risks.
3. The third stage -management, when social issues are involved in the main management processes.
4. The fourth stage is strategic. In it, issues of public interest are included in business strategies.
5. The fifth stage is civic. The organization strives for the social responsibility of the entire business area in which it works.
Scientists analyze the socially responsible organization's activities by dividing them into levels. Kotler and Lee (2005) divide the social responsibility of organizations into two levels -internal and external. The internal level is the workforce of the organization, their safety, health and psychological well-being at the workplace. When implementing social responsibility at the internal level of the organization, the organization must take care of the employees, their training, and the safety at work. Besides, the organization is inseparable from the external level.
In particular, the local communities, suppliers, customers, subcontractors with whom the organization cooperates in the course of its activities, therefore, the organization must also take into account the interests of these groups in carrying out socially responsible activities. Thus, the organization's social responsibility covers not only its own activities but also the entire supply chainЮ Scientists name public relations as one of the factors that influence the social responsibility of an organization. David (2004) [24, 35] . In addition to these tools, Seiliute (2013) also distinguishes other tools of social responsibility implementation, such as education and training of employees and employers, because it is the latter that determines how social responsibility will be perceived and implemented in an organization. One of the advantages that an organization promoting social responsibility has is that there are created long-term favorable prospects for business. This is explained by the fact that the social factors of organizations raise the general trust of their surrounding environment and thus raise the purchasing power of the people living in that region [26] .
Pruskus (2003) points out that socially responsible activities of organizations are beneficial not only to the organizations themselves, but also to the public, as these activities justify the needs and expectations of society. With business expanding, society's expectations are gradually increasing, buyers and service recipients expect and are more and more courageous to demand from organizations that operate in their environment to contribute more to solving the most pressing community problems. Organizational leaders are increasingly trying to keep up with the public and their expectations. While it cannot be said that organizations only take social responsibility for advertising purposes, it can be assumed that this is one of the main incentives for entrepreneurs to decide whether or not to contribute to solving social problems. Researchers Simanskiene and Pauzuoliene (2010) conducted a study to find out the benefits of socially responsible activities for organizations:
 Help keep and attract the best and most promising employees;
 Create employee loyalty to the organization;
 Ensure the safety of the employees in the organization;
 Create the opportunity to gain greater financial success and profitable orders;
 Promote cooperation with other socially responsible organizations;
 Help meet the needs of all stakeholders;
 Create the image and reputation of the organization.
When it comes to the benefits of socially responsible activities to the organization, it is important to note that there are some shortcomings noted by scientists. The concept of social responsibility of the organization violates the principle of maximizing profits as maximizing profits -the core principle in business. Meanwhile, the allocation of a portion of money or human resources for social purposes reduces profit and thus deprives some profit from the owners of the organization [26] . Kumar et al. (2017) discuss another drawback of socially responsible activity, i.e., costs of inclusion into social activities. It is important to note that these additional costs are usually passed on to users and service recipients. Lack of competence is another drawback that scientists are writing about analyzing socially responsible activities. Specialized state bodies whose employees are professionals in the relevant field are responsible for dealing with social problems, while business and economics experts, who work in the business sphere, are not competent enough to deal with social problems [23] .
Kazokiene (2010) argues that one of the drawbacks is the insufficient level of public accountability. This explains the fact that society does not elect company heads and they are not directly responsible to the general public. The market economy system has good control over the economic indicators of the company, but very poor control of social engagement with society. However, according to Kitzmueller and Schimshack (2012) , an increasing number of consumers consider socially responsible businesses to be an important indicator and are willing to pay a reasonable price for that. Two-thirds of the users were found to want the companies they use to contribute to solving social problems, and more than half of the respondents are looking for information about their CSR initiatives before choosing a service provider or product supplier. Also, 52% of the USA consumers say that, according to them, a socially responsible company has a competitive advantage, and 70% of the UK consumers agree to pay more for their products or services (Vaiciulis, 2013). However, it can be noted that in the case of our country, corporate social responsibility as a practice is not yet widely established, and the pressure and demands of consumers do not appear so that companies try to actively implement CSR principles in their business processes. To sum up, it can be said that an organization's social responsibility is social factors that aim to meet social needs by incorporating them into the organization's activities. Socially responsible organizations take into account the needs of society and try to reduce environmental damage. Five phases of corporate social responsibility activities are presented, i.e., denial, compliance, management, strategic and civic. Socially responsible activities help the organization to keep and attract the best and most promising employees, develop employee loyalty to the organization, ensure the safety of employees in the organization, create the opportunity for greater financial success and profitable orders, promote cooperation with other socially responsible organizations, help meet the needs of all stakeholders, create the image and reputation of the organization. In summary, it is worth noting that in the literature there are mentioned drawbacks of socially responsible activities, i.e., violation of the principle of maximizing profits, costs of inclusion into social
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activities, lack of competence and insufficient accountability to the public. Walls (2011) points out that social responsibility is assessed differently in different countries because of differences in the legal frameworks of countries that foresee legal regulations, application of standards. In order to assess an organization's social responsibility, it is necessary to understand the assessment methods and their positive and negative features. Having analyzed the scientific literature [1, 7, 2, 9] it is seen that many social response strategies are being studied, but there are three main models, i.e., profit-oriented model (social commitment), corporate social responsibility model (social response) and stakeholder model (social sensitivity).
Classic profit-oriented model. This model is analyzed by scientist Brummer (1991) who states that different institutions should have different functions, which means that the function of business organizations is economic, and of social onessocial. Supporters of a classic profitoriented model emphasize the satisfaction of shareholder interests and the importance of maximizing profits.
Corporate Social Responsibility Model. This model covers economic, legal, ethical and philanthropic areas that are linked by hierarchical relationships. In this way, the pyramid is considered a unified or integrated whole [3] . According to Carroll (2008) , the lowest level of responsibility is economic responsibility, the highest -philanthropic. According to Carroll (2016) , the CSR pyramid is intended to be seen from a stakeholder perspective where the focus is not on different parts. The pyramid should not be interpreted in such a way that it is expected that the business will carry out its social duties on a certain consistent, hierarchical, fashion basis. Business is expected to fulfill all its responsibilities at the same time. The determination of the position of the four categories of responsibility aims to illustrate the basic nature of these four categories of business existence in society. Economic and legal responsibility is required; ethical and philanthropic responsibilities are expected and desirable, and it is therefore portrayed that all business social responsibility includes realization of economic, legal, ethical and philanthropic responsibility of the company. This can be expressed by equation: Economic responsibility + Legal responsibility + Ethical responsibility + Philanthropic responsibility = Common Corporate Social responsibility. From a practical and managerial point of view, a CSRled company should seek profit, adhere to the law, practice ethics, and be a good business citizen. Carroll (1991) Table 2 ). To take into account the expectations of society carrying out business philanthropy and charity initiatives. To contribute to raising the level of culture in society by supporting arts. To promote volunteering and charity for managers and employees in the local community.
To collaborate and provide support to educational institutions. To carry out on a voluntary basis or contribute to projects that improve the quality of community life.
Stakeholder model. This model is analyzed by scientist Donaldson (1995) who states that the stakeholder model is an organization's management and business ethics theory that focuses on values, relationships and morals. This model pays great attention to relations with stakeholders. Ginevicius and Sudzius (2008) present nine groups interested in the organization"s activities and expectations of these groups (see Table 3 ). The table below shows that different stakeholders have different expectations. Shareholders seek the highest possible capital, reliable investments and dividends, employees seek employment security, fair pay for work and satisfaction with their job. Suppliers and partners want long-term cooperation and regular payment. Figure 1) . Figure 1 . Model of social consequences of expression of corporate social responsibility [16] Based on the model presented, it can be said that the formation of an ideal business implementation is assessed positively, but it must not exceed the limits of public awareness and understanding. This is due to the fact that the implementation of social responsibility by methods that are incomprehensible to society can push the organization to become marginal. The authors emphasize that in this case the marginal organization should be understood as a socially incomprehensible but not socially damaging organization. In summary, it is noticed that there are three main models of socially responsible organizations, i.e., a classic profitoriented model, a corporate social responsibility model and a stakeholder model. Shareholders, employees, suppliers and partners, consumers, managers, creditors, authorities, the society and minorities are identified as stakeholders.
The presentation of the main material. The object of the empyrical research is the social responsibility of hotels in terms of consumers. Participation in research is voluntary. 204 people participated in the research, but after the selective question 11.8 percent of survey participants" questionnaires were rejected, because they did not use hotel services, so 180 questionnaires were analyzed. More women (54.9%) than men (45.1%) participated in the Participants of the research were asked to indicate on a 5-point scale (1-totally incompatible; 5-fully compatible) how the hotels meet the presented social responsibility aspects. In assessing the importance of the criteria defining the social responsibility of the organizations to the consumer and the relevance in the real situation, the gap has been calculated in points (see Table 4 ). Analyzing the results presented according to all criteria, a negative difference has been identified between what is important to consumers and a realistic assessment of hotel performance. Consumers point out that they expect a high level of user needs orientation from the organization, but in the actual situation a negative difference of 0.56 points was found. The importance of high-quality services is rated by 4.33 points by the respondents, but having used the service the consumers score 0.75 points less. The biggest negative differences were found in the criteria of company transparency and public responsibility (-0.81 points), equal rights assurance (-0.89 points). From the consumers' point of view, environmental preservation is an important activity, but in this area
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hotel activities are rated at 0.68 point less.
In order to assess the social responsibility of accommodation companies from the point of view of consumers, as an interested party and one of the most important market participant groups for companies, the criteria are presented which the consumer can assess by getting the accommodation service (see Table 5 ). The criteria are grouped in order to assess the services provided by accommodation companies based on CSR components according to ethical, legal and economic responsibilities. The ethical responsibility of the accommodation company is rated by consumers with a high score (4,01). Although the expectations of consumers regarding ethics and real communication are well rated, the accommodation companies should still try to improve the nature of customer communication and increase the reputation of the company to meet the expectations of consumers. Most of the criteria that can be assessed by consumers are criteria defining legal responsibility, which were rated by consumers at 3.7 points. This means that legal responsibility activities need to be improved. Satisfaction of consumer needs, and assurance of the quality of accommodation and other additional services is to be improved because it does not reach the average of 4 points. Analyzing individual statements, it can be said that accommodation companies that take care of consumer safety and health, focus on ecology by using ecofriendly hygiene products and means, care for the environment by sorting waste and complying with environmental requirements are rated with a rather high score (4.33 points When it comes to economic responsibility assessment, it is important for companies to profit fairly, so the quality and price ratio of a service can illustrate the honesty of business companies when making profit.
Consumers value the conformity of the quality of the accommodation service and price on average, which cannot satisfy consumers. Companies providing accommodation services must make decisions to improve the quality of services. The role of consumers in saving resources is important, but the consumers do not value sufficiently the information about the principles of corporate social responsibility, benefits and attracting customers to participate in resource sustainability when living in hotels and thus contributing to increasing hotel profitability. It is difficult to assess philanthropic responsibility in accommodation companies, it is only a matter of feeling if companies should engage themselves in an active customer information program on how to get involved in solving social problems. The overall responsibility for accommodation is assessed at 3.63 points in terms of ethical, legal and economic responsibility, which indicates that the performance of accommodation companies should be improved in terms of social responsibility.
Conclusions:
1. The analysis of scientific literature concludes that corporate social responsibility is a social factor that aims to meet the needs of social responsibility by incorporating them into the organization's activities. different countries, and therefore in every case there are selected reasonable models and criteria according to the situation. 3. From the point of view of consumers, the studied hotels meet the requirements of socially responsible activities because they orient themselves to the needs of consumers, provide quality services and ensure equal rights, but in terms of corporate social responsibility according to the importance of the analyzed criteria to the consumer and the assessment of the real situation in hotels, there is established a negative gap according to all the criteria. Taking into account the social responsibility of accommodation companies from the point of view of consumers, as an interested party and one of the most important market participants, according to the ethical, legal and economic responsibility components it is stated that the social responsibility of accommodation companies is of medium level and should be improved according to all criteria.
